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Governing Council
Votes to Expand
PCPS Role
In an historic vote last month, the AICPA governing Council
agreed to expand the responsibilities of the PCPS Execu
tive Committee to include the delivery of services to all
small and medium-sized firms.
Specifically, the Council approved measures to:
(a) . Expand the role of the Executive Committee to
represent, act as an advocate for, and provide services to
benefit all small and medium-sized firms.
(b) . Restructure the committee to include represen
tatives from firms that are not PCPS members, and
change the nomination process so that committee mem
bers are appointed by the Chairman of the AICPA Board of
Directors. The restructured committee will be named the
Private Companies Practice Executive Committee.
(c) . Maintain the AICPA’s Management of an Account
ing Practice (MAP) Committee as a separate group, but
have it operate under the auspices of the new PCP
Executive Committee.
Perhaps most important, PCPS will continue as a
voluntary firm membership group and maintain its own
dues structure, requirements and benefits, administered by
the PCP Executive Committee. The Section’s focus—to
lead the profession in programs to increase quality and
profitability—will not change, nor will any other aspect of
the Section. Under the new measure, no firm is obligated
to join PCPS or to change its affiliation with a practice
monitoring program. Non-member firms, however, will
benefit from increased support, programs and coordination
of AICPA activities in their interest. MAP programs will
continue to be available to all AICPA members.
In many respects, the decision is an acknowledge
ment by the AICPA that the interests of small and medium
sized firms can best be served by a coordinated effort—
and that the PCPS has been successful in its past
activities to serve these constituencies. Other AICPA
member sections with executive committees that play a
broader role for the entire profession include the Tax
Division, MAS Division and Personal Financial Planning
Division.
In a press release issued June 10, Jerry Atkinson,
chairman of the PCP Executive Committee and managing

partner in the Albuquerque firm of Atkinson & Co., said,
“Traditionally, a large part of PCPS’s role has been to
represent the interests of local and regional firms on
technical and professional issues. We are pleased that the
AICPA and Council have expanded that role and have
decided to coordinate our efforts with those of the MAP
Committee. We are eager to fulfill our new mandate.”
Atkinson will soon appoint new Executive Committee
task forces to accomplish these new goals. He also noted
that the PCP Executive Committee has already begun to
focus efforts on how it can best accomplish its broader
mission. “We are expanding our program of monitoring
AICPA committee activities to ensure that the interests of
small and medium-sized firms receive careful considera
tion,” he said. “We are also planning a thorough study of
AICPA programs, products and services to see where
benefits to small firms can be improved.”
In its first move to meet expanded responsibilities for
all small and medium-sized firms, the PCP Executive
Committee has stepped in to rescue the popular AICPA
publication, The Practicing CPA, which was potentially
destined to become a part of The Journal of Accountancy
as a cost-cutting measure. Instead, PCPS has agreed to
financially sponsor the monthly newsletter, maintaining its
present mailing list of 60,000 CPAs. The format of The
Practicing CPA will remain the same, with the addition of
monthly items on PCPS activities affecting small- and
medium-sized firms. These items will address subjects
that have been carried in the current PCPS publication,
The Advocate, which will no longer be published as a
freestanding newsletter. The PCPS is excited about this
change. We hope you, our readers, find the combination of
The Advocate’s features and The Practicing CPA to be a
good match.
□

Chairman’s Corner
“TIC Looks Ahead to Market Value”
by Judy O’Dell, Chairman
PCPS Technical Issues Committee

In recent years, we’ve all seen a gradual shift toward market
value accounting among standard-setters and regulators.
One of the contributing factors has been the belief that if
bank financial statements had incorporated market value
disclosures, current troubles may have been averted.
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The trickle-down effect is now becoming evident. It
has begun to affect accounting standards, and it will
eventually affect auditing standards. In addition, we are
likely to see an impact down the road when the new
AICPA Special Committee on Financial Reporting for
malizes its recommendations.
It is TIC’s job to monitor the trend and its ramifications
for privately held companies and the CPAs who service
them. We recognize that some market value disclosures
are inevitable since there are too many forces that argue in
their favor. Yet we recognize that the cost of this movement
can be significantly higher proportionately for smaller
entities with limited resources and personnel.
By raising certain issues with FASB (and, eventually,
the Auditing Standards Board), TIC is attempting to
minimize the time, cost and other potential difficulties for
private companies in implementing new standards.
In responding to FASB’s 1988 proposed SFAS on
“Disclosures about Financial Instruments,” we made a
number of comments about the difficulties private com
panies would face in determining market value of financial
instruments. Because of the issues raised in the comment
letters FASB received, that statement was never issued.
Instead, FASB broke the project into several pieces,
the first of which was Statement 105, “Disclosure of
Information About Financial Instruments with Off-BalanceSheet Risk and Financial Instruments with Concentration
of Credit Risk.” Phase two of the project is the proposed
SFAS on “Disclosure About Market Value of Financial
Instruments.” This proposed statement introduces the
concept of “practicability,” providing for alternative dis
closures when it is not practicable to estimate a financial
instrument’s market value. The inclusion of the prac
ticability discussion—as well as a delayed effective date for
entities with less than $100 million in total assets—has led
TIC to conclude that FASB has considered the difficulty
that compliance with the proposed statement will present
for smaller entities.
Also, we have made the following additional com
ments on the proposed statement that should work to ease
the burden of implementation.
1. Additional Guidance on Practicability. The proposed
SFAS provides for alternative disclosures whenever it is
not ‘practicable’ to estimate the market value of a
financial instrument or a class of financial instruments.
TIC thinks it would be helpful to expand the discussion
to include guidance on how to determine when the
costs are excessive in examples relating to small
businesses.
2. Related Party Transactions. Smaller companies fre
quently enter into related party transactions that result in

financial instruments for which it would be very difficult, if
not impossible, to estimate a market value. TIC suggested
that the draft is incomplete in its silence on these
situations.
3. Accounts Receivable and Payable. The principal finan
cial instruments held by many smaller entities are short
term trade receivables (trade terms of less than 90
days) and payables carried at amounts that approximate
market. TIC recommended that these instruments be
specifically exempted from the proposed statement.
This would be consistent with the definition of cash and
cash equivalents in SFAS 95.
4. Guidance on Methods. TIC believes that, when market
value accounting is called for, then guidance should be
available on specific methods to be used. That should
improve consistency and comparability of information for
the users of financial statements.
5. Location of Disclosures. TIC strongly urged that the
final SFAS allow the flexibility of presenting the dis
closure of estimates of market values of financial
instruments as supplemental information, outside the
basic financial statements. TIC believes such flexibility
is important until consistent methodologies are available
to determine estimated market values, and until there is
sufficient guidance in auditing literature on the audit of
these values.
6. Interim Financial Statements. TIC raised the issue of
the economic burden that smaller companies would
face by requiring the gathering of market value dis
closure information several times a year.
7. Effective Date. TIC recommended that FASB extend the
deferral for smaller companies one year, to years ending
after December 15, 1993, with earlier application
encouraged.
Our goal is to maintain a high level of integrity in the
financial reporting for closely held entities, while easing the
cost of compliance with the proposed standard. We
welcome the comments, suggestions and input of any
PCPS members on market value accounting and our
response to FASB.
□

Marketing Matters:
Show Off
By Warren E. Garling

Nobody likes a show off. But in the real world of marketing
your professional services, you have to be perceived as a
leader, an expert in your field. How do you do this? You
show off—sort of.

PCPSAdvocate
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PCPS Single-Subject Client Flyers are a low-cost way
to inform your clients, potential clients and referral sources
about “hot” areas of interest in tax planning. Each flyer is
devoted to a single tax subject and is designed to be
attractive and readable, as well as simple to mail, display
and distribute. These fliers can be a valuable source of
information that is easy to obtain and retain.
Each of the 15 flyers—all available at special rates to
PCPS member firms from NEWKIRK Products, Inc.—has
just been updated, so you’re assured that modifications
required by the 1990 Tax Reconciliation Act are included.
Plus, each flyer cover is imprinted with your firm name,
logo, address and phone number at no additional cost.
The uses for these flyers are numerous, including:
1. Display in office lobbies
2. Mailing to potential clients
3. Distribution at seminars and business shows
4. Insertion in the back of your firm brochure, as a “leave
behind” with a new prospect.
Many firms leverage their investment—and visibility—
by using these inexpensive marketing pieces in all four
ways.
Each flyer “shows off” your firm’s knowledge and
experience in specific areas for an affordable price—from
$.25 to $.35 per unit, depending on the quantity pur
chased.
Putting something tangible, and valuable, in the hands
of your clients, prospects and referrals is the first goal of a
good marketing plan. It’s the professional way to show off.
Titles available include:
Business Expense Deductions
Interest Deductions
Real Property
Alternative Minimum Tax
Individual Retirement Accounts
Estate Planning Checklist
Leasing vs. Purchasing
Income Splitting
Cafeteria Plans
S Corporation vs. C Corporation
Retirement Planning Overview
Retirement Planning Alternatives
401(k) Plans
Social Security
Pocket Guide to Taxes
For more information about the PCPS Single-Subject
Client Flyers, call NEWKIRK toll free at 1-800-525-4237.
*****

Mr. Garling, director of CPA Services at NEWKIRK
Products, is past president and co-founder of the Association
of Accounting Marketing Executives (AAME).
□

AICPA Client Services
Publications
If you’re looking for a special way to provide additional
benefits to your clients, take a look at the variety of Client
Services Publications produced by the AICPA. From regular
newsletters to brochures on specific topics, these publica
tions are sure to cover areas of crucial interest to your clients.
Plus, these informative publications serve as a constant
reminder of your continuing service to your clients. That sort
of added benefit could be just what your business needs to
maintain an edge over competitors.
AICPA Client Services Publications not only contain
helpful advice on business and tax issues, they also
encourage your clients to call you if they need further
information. More than once this has enabled CPAs to turn
discussions into new business opportunities.
The AICPA publishes two newsletters for CPA clients—
the CPA Client Tax Letter and the CPA Client Bulletin. The
CPA Client Tax Letter is published quarterly and is written to
appeal to tax-sensitive clients. Every three months your
clients will receive the latest news on such specific topics as
tax developments for charitable gifts, small-company pen
sion plans, prospects for a value-added tax, and filing and
paying estimated taxes.
The CPA Client Bulletin is published monthly and will
keep your clients up-to-date on business and personal
finance. Each month this publication covers timely topics,
including business developments, steps to save money on
taxes, suggestions for better business management, and
practical ways to save money. Plus, twice a year the CPA
Client Bulletin issues expanded special editions on taxes.
Consider imprinting your firm’s name, address and
phone number on Client Newsletters. Since the information
in AICPA Client Publications is likely to interest your clients’
friends and associates, you stand to benefit from the sharing
of these publications.
CPA Client Tax Letter

4 quarterly issues
50 copies (minimum)
Additional lots of 25
CPA Client Bulletin

Not Imprinted

Imprinted

$106
32

$163
36

Not Imprinted

Imprinted

12 monthly issues
50 copies (minimum)
$174
$267
Additional lots of 25
54
66
Extra copies of Special Tax Issues
12
Lots of 25 (both issues)
10
If you want to provide your clients with information on
specific topics, consider the dozens of guides the AICPA
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publishes and has made available to you for as little as $17
per 100. These guides cover specific topics consumers
and business owners will find invaluable. Some of the
topics explored in these brochures include estate planning,
retirement planning, saving for college, securing business
loans, planning company growth, and personal financial
planning.
To order AICPA Client Services Publications, or for a
detailed brochure describing all the publications available
to you, call 800-334-6961. In New York State call
800-248-0445. Your clients are sure to appreciate the
effort.
□

New PCPS Brochure
Available
In today’s competitive marketplace, it’s more important
than ever that your referral sources—especially bankers
and lawyers—understand what makes PCPS membership
so important.
PCPS has recently published a brochure, “Recom
mending a CPA Firm: How to Pick a Leader,” that
describes PCPS’s rigorous requirements and the elements
that make member firms leaders in quality, integrity and
service. Discussion points include:
• The peer review process
• Checking the credentials of a firm, including an explana
tion of review team findings
• Professional education programs and how they ensure
professional competence
• PCPS’s advocacy role for issues affecting small busi
nesses
In short, the brochure tells non-CPAs that your firm
conforms to the highest professional standards—and that
you’re the one to pick when they’re asked for a referral.
PCPS will send copies of “How to Pick a Leader” to
senior lending officers at banks all across the country. If
you would like to distribute copies to bankers and lawyers
in your community, copies are available in batches of 50 for
$15.00 from the AICPA Order Department, 1-800-334-6961
(1-800-248-0445 NY). Specify product number
338535.
□

Post-War Optimism
Sparks Small
Businesses
Small business owners think the recession will be over
soon, according to the second annual PCPS Small
Business Survey. The survey—released in conjunction with
U.S. Small Business Week, May 5-11—took the post-Gulf
War pulse of small businesses across the country. It found
that fully two-thirds of respondents predict economic
recovery will occur within the next 12 months (by April,
1992).
The survey also revealed that the credit crunch is
having an effect. Although small business owners are
pleased with their bankers’ performance, banker satisfac
tion ratings have declined over the past year. About 75% of
this year’s respondents noted that their banker was “very”
or “moderately” willing and able to support their company’s
business goals. In last year’s survey, fully 86% of respond
ents gave their bankers such high marks.
PCPS conducted the survey for two primary reasons.
First, the survey helps heighten awareness of PCPS’s role
as an advocate for issues that affect small businesses.
This increased awareness is particularly critical now that
PCPS committees have responsibility for all small and
medium-sized firms within the AICPA (see story, page 1).
Second, the survey is designed to increase PCPS
visibility among non-CPA audiences. PCPS member firms
frequently suggest that the Section raise awareness
among bankers, lawyers, business owners and the general
public about how member firms are leaders in the
profession. This survey and its corresponding press
coverage is one way to do so.
In March, PCPS mailed the survey to 2,000 com
panies nationwide with less than $25 million in total
revenues. By April 15—the response cut-off—310 com
panies had completed and returned the survey question
naire, a 15.5% response rate, which is considered high.
After the responses were tabulated, PCPS sent a
survey report and related press releases to national and
regional news media and government agencies. So far, the
survey has been featured in the Wall Street Journal,
Investor’s Daily, the Commercial Lending Newsletter,
Accounting Today and daily newspapers in Atlanta,
Buffalo, Philadelphia, Tampa, Houston and Seattle. Radio
stations in Seattle, Portland and Buffalo have interviewed
PCPS Executive Committee members. Articles are also
being written for publications such as Hoosier Banker and
Business Banker International.
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Significant survey findings include:
• Uneven cash flow is the greatest financial obstacle,
facing one-third of the respondents. High insurance rates
and high salaries/labor costs were the next most difficult
problems.
• The lending environment is still tough. 16.5% of respond
ents tried to borrow money in the last 12 months but were
unsuccessful. Retailers, companies in the Northeast and
Southeast and those with $1-5 million revenues were
more likely than the average to have been denied loans.
• The 1990-1991 recession’s ripples are being felt by
nearly three-quarters of respondents, with those in
manufacturing and retailing feeling the greatest impact.
Almost 10% noted “credit tightening by banks” as a
specific way in which the recession has hurt; two-thirds
cited reduced sales, profits or revenues.
• "Cinderella" cities. Regional urban growth leaders in the
next five years will be Buffalo (Northeast), Atlanta
(Southeast), Indianapolis (Midwest), Dallas (Southwest)
and Seattle (West). Second-place winners in each region
were York (PA), Charlotte (NC), Columbus (OH), Houston
(TX), Sacramento (CA) and Portland (OR) [tie].
PCPS member firms can request copies of the survey
report for their information or for use in small business
marketing programs. Copies are available from the Private
Companies Practice Section, 212-575-6359.
□

MARKETING TIP:
Specialty Seminars
Have a narrow industry specialty—one that’s popular and
in which you have expertise? Consider holding a seminar.
It could be a source of referrals and some free publicity.
That’s what Steven Kaufman of WS&B/Kaufman, PA.
in Bethesda, Maryland did. As he describes it: “Last fall,
the construction industry in our area was entering an
economic downturn. As a result, a number of clients were
in financial straits due to a slowdown in receivable
collections. I realized these clients could better cope if they
acted before the situation became uncontrollable. Since
our market area is construction industry-oriented, I knew
other companies were in a similar situation. Through a
seminar, our firm could help them—and get some good
PR. at the same time.”
The firm promoted a half-day seminar titled, “Don’t
Become Trapped in the Insolvency of Others: What to Do If
It Happens to You.” They spent 10 days designing a
brochure, choosing partners in their firm and well-known
attorneys in the area as speakers, preparing seminar

booklets and arranging for a facility. Using their firm
mailing lists—as well as those purchased from con
struction associations—WS&B/Kaufman sent 3,000
brochures to locally based companies in constructionrelated industries. At $100 per person, they expected 75
responses tops; they closed the registration at 120, the
room capacity.
“The primary reason for the tremendous response was
that we targeted a specific audience with a narrowly
defined topic,” says Kaufman. “When you try to address
too broad an issue or market, it’s hard for people to get
excited about attending. That’s a valuable lesson: don’t try
to be all things to all people. In most cases, the more
specific your topic and audience, the better your
response.”
The seminar also generated solid press coverage—
thanks in part to Kaufman’s efforts. To attract press,
Kaufman did his homework. “We kept track of who was
writing about the industry and invited them to the seminar.”
As a result, the seminar was covered in full-page articles in
the Washington Post, the Baltimore Evening Sun and
other local papers.
One major benefit of this publicity: community recog
nition. “Surprisingly, I’ve found the greatest reaction is from
people who didn’t attend the seminar, but who heard about
it,” says Kaufman. “In addition, a dozen attorneys in the
area have asked us to use them in our next seminar. We’ve
gotten into law firms we wouldn’t otherwise have talked
to—and that has already been a source of referrals.”
Kaufman advises that firms preparing to run a
specialty seminar keep the following things in mind:
1. Pick a specialized area of expertise and a timely topic.
2. Design an attractive but simple brochure.
3. Select speakers who are well-known in their field.
4. Prepare take-away materials.
5. Staff the event with enough people so that all attendees
meet someone from your firm.
6. Follow up with participants.
“In my opinion, it’s an absolute waste to have a
seminar and not follow up,” says Kaufman. His firm sent a
thank-you letter to all attendees, and they have since
scheduled a number of follow-up meetings.
“This seminar got our name out there. Those who
never heard of us now know us. Those who knew us
before now know us better,” says Kaufman.
□
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PCPS Sponsors 1991
TEAM and SET
Meetings
The PCPS will again sponsor the popular practice man
agement roundtables, TEAM (for firms with ten profes
sionals at most) and SET (for firms with a size of 11 to 20
professionals).
This year’s meetings will include sessions on: Sustain
ing Profitability in a Fluctuating Economy; People
Policies—Personnel Problems and Solutions; and Plan
ning for Retirement. Registration for TEAM or SET
meetings is $100, including materials, continental break
fast, lunch, and breaks. Register through the TEAM and
SET brochures mailed to your firm, or call PCPS at 800CPA-FIRM (212-575-6447 in New York) for additional
registration forms.
TEAM Meetings 1991
Orlando, Florida, August 19
Chicago, Illinois, August 19
Dallas, Texas, September 16
Seattle, Washington, September 23
Boston, Massachusetts, September 23
Atlanta, Georgia, September 23
St. Louis, Missouri, October 7
Los Angeles, California, October 7
Denver, Colorado, November 18
Washington DC Metro Area, November 18

SET Meetings 1991
Dallas, Texas, September 16
Los Angeles, California, October 7
Washington DC Metro Area, November 18

Netterville to Become
AICPA Chairman
—PCPS Honors One of its Own—
PCPS is pleased and proud to announce that PCPS
Executive Committee member Jake Netterville has been
nominated Vice Chairman of the AICPA Board of Directors
for 1991-92. From that position, he is slated to become
Chairman of the AICPA Board in October, 1992.
Jake is managing partner of Postlethwaite & Netter
ville of Baton Rouge, Louisiana, a three-office, 75-person

firm. He has been past president of the Louisiana Society
and chairman of the AICPA Management of an Accounting
Practice (MAP) Committee. He’s also spent one year on
the AICPA Board and on its Finance Committee.
“Sitting on the Board has been an eye-opening
experience,” said Netterville. “The AICPA is truly a
business, a large corporation with over 300,000 members
and a large budget to run on behalf of those members. I’m
honored to be asked to run it—astonished, really.”
“I was completely surprised when I received the
telephone call from Bob May, Chairman of the Nominating
Committee,” Netterville continued. “I thought he called to
renominate me to the Board—not to tell me I’ll be Vice
Chairman.”
As a future Chairman, will Netterville give special
treatment to local firms? “Being from a smaller firm, I
naturally understand the challenges we face first hand. But
it’s not about taking sides. The point is to represent all
members equally. I’ve already called my friends in industry
to tell them I’ll need their input.”
Being an early member of PCPS helped Netterville’s
firm to grow to its current size. “We were among the first to
join, and have already been through four reviews,” he said.
“We also have performed peer reviews for many other
firms—it’s worked well for us to learn valuable ways to
better manage our practice.”
As a past MAP Committee Chairman, Jake also sat
on the Governance & Structure Implementation Committee
that recommended the MAP/PCPS combination. “It was
controversial at first, but we realized this move will help
smaller firms immensely. It will eliminate duplication of
services and allow MAP to take on a much larger role in
program development.”
At the PCPS Annual Conference in Palm Springs,
PCPS members and other friends had the opportunity to
congratulate Jake on his new position and discuss his
future plans. What does he think are the biggest hurdles?
“People in Washington still don’t think we’re doing a good
job—even though we are. There will always be some bad
apples, but this profession is head and shoulders above
any other in terms of quality and oversight.”
Netterville continued: “We’ve been somewhat tar
nished by the S&L problem, even though in most cases we
weren’t anywhere near part of the problem. We need to
work on bringing the image up to meet the reality.”
□

PCPSAdvocate

7

July 1991

What Do You Get for
Your PCPS Dues?

Better Client
Newsletters

The Private Companies Practice Section of the Division for
CPA Firms of the AICPA is committed to providing quality
services and programs that meet your needs. PCPS is
actively pursuing excellence for members and for the
profession, with concentration in the following areas:
Communications, Relations with Standards Setters and
Peer Review.
Communications is designed to foster a better
understanding of the many professional services provided
by CPA firms. Efforts are targeted at specific audiences,
including the media, the financial and business
communities, other professional groups, legislators and
segments of our membership. News releases, financial
and business surveys, technical articles and general
informational brochures serve to increase the visibility of
the profession. Emphasis is placed on PCPS member
firms’ voluntary commitment to high standards of quality,
service and integrity.
Relations with Standards Setters is an integral part
of the PCPS. The Technical Issues Committee studies all
exposure drafts and discussion memoranda, commenting
when appropriate. In addition, the committee takes a
proactive role in advocating relief from standards overload,
especially as it affects small businesses or local and
regional CPA firms.
Peer Review is directly administered through the
Quality Review Division of the AICPA, which monitors all
review programs. The PCPS Peer Review Committee
inspects all peer review reports and maintains contact with
review team captains. The PCPS also publishes an annual
directory of PCPS firms interested in performing various
practice-monitoring reviews.
Together, these areas contribute to the efforts of the
entire PCPS in promoting the highest technical and ethical
standards for the accounting profession. For further
information regarding any of these specific areas, please
contact the Private Companies Practice Section,
212-575-6359.

The client newsletter of Gallagher, Flynn & Company is a
hot commodity. At the 40-person, Burlington, Vermont
based firm, phones ring regularly with clients asking to be
featured in the quarterly publication. There’s even a waiting
list of those who want their names in print.
What’s the firm’s secret? Partly the use of testimonials
from satisfied “customers,” a technique they’ve mastered
in the newsletter’s four-year history. Written by an outside
public relations consultant, the newsletter’s first page
spotlights the history of one client—and the way that
Gallagher Flynn works to address their business needs.
Written in newspaper-feature prose, the client
testimonials contain all the elements of a good story:
drama, vivid imagery and characters that seem to come to
life. From a marketing perspective, it’s mainly a soft-sell.
As Greg Bourgea, the firm’s Practice Development Partner,
explains, “In the stories, clients speak well of our firm.
People reading it get a feeling of the role Gallagher Flynn
played in that client’s business development. That inspires
them to call us to find out what we can do for them.”
Part of the marketing effort includes a special kind of
follow-up. For every client that’s featured on the cover,
Gallagher Flynn presents them with a matted and framed
copy of the story. Gallagher Flynn’s conference room also
has a wall covered with framed versions of every feature.
The newsletter is mailed to clients, potential clients,
referral sources and friends. Of its four pages, only the
back one directly discusses Gallagher Flynn, describing
staff additions, current projects or new services. The inside
two pages include brief blurbs on tax issues, small
business tips and the like, reprinted from Building Blocks,
a syndicated marketing service.
Another advantage of the newsletter is its breezy
format. “We provide a good, easy-to-read piece that’s not
filled with jargon,” said Bourgea. “Too many times,
newsletters just aren’t fun—they’re not what you’d hang up
on your bulletin board. Our newsletter was never meant as
a technical piece but as something that provides useful
business information and practical advice to entrepreneurs
like our clients.”
Judging from the results, clients seem to get the
message.
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Practice Management
Tip: 15 Ways to Cut
Costs
Well-run companies are always looking for ways to slash
costs. Following are 15 suggestions that can add up to
substantial savings for your firm:
1. Renegotiate major expenses, including office and
equipment leases. In these tough economic times,
suppliers often are willing to modify contract terms.
Remember: you’ll never know if you can get a better
deal if you don’t ask.2. Get voice mail. It saves on receptionist salaries,
ensures accurate messages and enables clients to
reach you at any hour. At the same time, hire a
consultant to analyze your phone bill and suggest
savings—for a percentage of the money saved.
3. Bill early and often—never less than once a month. Try
to capture and bill all expenses so that nothing falls
through the cracks. To reduce receivables, offer
discounts for prompt payment. Send statements twice
a month to slow payers.
4. Limit travel. Some firms prohibit any staff travel that
doesn’t directly result in revenue. A less drastic step:
ask clients to your office, rather than wasting billable
time on the road. Also, try teleconferences, tapes and
group CPE courses.
5. Cut benefits before salaries. When given the choice
between cutting salaries or benefits, most employees
would prefer the latter.
6. Look into “leasing” employees. Under the
arrangement, the employee’s firm pays for benefits and
you simply pay for their services. Another flexible
option: per diem employees.

pcpsAdvocate
American Institute of CPAs
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New York, N. Y 10036-8775

7. Encourage job sharing and part-time work, especially
during the slow post-tax season. On a related note:
prune deadwood. There’s no better time to fire your
underperformers.
8. Reward cost-saving or innovative ideas with vacation
time. For every $400 saved, give the employee a day
off.
9. Reduce cleaning services. Consider switching to an
every-other-day schedule, or simply encouraging
employees to be more conscientious. One firm posted
this sign in their kitchen area: “Your mother doesn’t
work here. Clean up after yourself.”
10. Cut back on fax cover sheets. Use half-page sheets or
stick-on notes that attach to the front page of
documents.
11. Rent your conference room to not-for-profit
organizations or smaller firms.
12. Print your client newsletter on less expensive paper
stock—or in a single color. But make sure that your
articles are punchy and interesting.
13. Hold a seminar for your clients about coping with these
trying economic times, and charge a fee per person.
14. Examine your decision-making process. Forming a
management committee can help involve firm
members when tough calls have to be made and
supported.
15. Plan now for long-term change. When you make cost
cutting decisions, think about where you’d like the
company to be in three to five years. Don’t take steps
that will cripple your core strengths.
Finally, eliminate services that don’t provide a
marketing advantage or focus perceived value to clients.
Spend your resources making what you do best better;
don’t waste time on services that don’t support your overall
strategic direction.
□

